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 Purpose:In this study, we explore the influence of environmental concern 
on willingness to purchase green product of selected segment of educated 
consumers. Among environmental concern variables eco-labeling positive 
& significant and lack of knowledge has negative and significant related 
to the willingness to purchase green product.  
Design/Methodology/Approach: It is a questionnaire based survey. 500 
questionnaires distributed among selected segment of educated consumers 
out of which 305 found suitable for empirical analysis. Logistic regression 
model was used to examine the connection between willingness to 
purchase green product and environmental concern variables (i.e. 
Environmental concern, comfort, eco-labeling and lack of knowledge).  
Findings: Logistic regression result suggest that environmental concern 
has negative and comfort has positive influence on willingness to 
purchase green product however relationship is insignificant. Eco-labeling 
has positive and significant impact on willingness to purchase green 
product. Lack of information has negative and significant impact on 
willingness to purchase green product.  
Implications/Originality/Value: So it is concluded that study has several 
practical implications, marketers and policy makers can adopt strategies to 
stimulate the segment of educated people for purchasing green product 
and reducing pollution. 
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1.   Introduction 
Today one of the major problems faced by humanity is pollution. Pollution is cause to many major 
diseases. Most of the countries are trying to encounter this problem. But, there is need to take many 
efforts regarding this. 
 
Pollution is a major problem for developing countries like Pakistan. Many international organization like 
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United Nations and well known Non-Government Organizations (NGOs) are working on this issue. Chan 
(2001) suggested that knowledge about environmental concern is a beginning point for motivating any 
nation toward environmental concern. But, countries like Pakistan where literacy rate is also low 
promoting environmental knowledge is a big problem.Diamantopoulos et al. (2003) recommended that 
education is a key feature which can stimulate the consumer for adopting green product. McGougall 
(1993) claimed that consumer role is important for controlling the pollution because 30 % to 40 % of 
environmental pollution is caused due to the household consumers. So, there is a need that household 
consumer must adopt green product for reducing the environmental pollution. 
 
In this study, it is tried to investigate the willingness to purchase green product for environmental concern 
of educated people of Southern Punjab, Pakistan especially areas of Dera Ghazi Khan division.   
 
Reminder paper proceeds as follow: section 2 discus literature review, section 3 discuss methodology and 
section 4 discuss discussion and finally conclusion.  
 
2. Literature review 
2.1 Education 
Diamantopoulos et al. (2003) argued that education is a vital factor which can stimulus to change 
consumers purchase behavior for ecological responsibility. Straughan and Roberts (1999) empirical 
findings suggest that education is more important factor for developing environmental concern of college 
students than other demographic variables. Singh (2009) found negative relationship between education 
of consumer and environmental concern, he further argued that negative relationship is due to continuing 
education of the consumer.Nittala (2014) found that there is a negative relationship between education 
and environmental responsibility. 
 
2.2 Environmental concern 
Chan (2001) suggested that knowledge of ecological concern is initial point for any nation toward 
evolving consumer’s behavior for purchasing green products. Rezai et al. (2013) found significant impact 
of consumers’ willingness to pay for green foods of these variables like income, gender,environmental 
friendliness, motivation and food safety.Nittala (2014) found that environmental concern has negative 
impact on university teachers’ for purchasing green products. Conraud-Koellner and Rivas-Tovar (2009) 
found that there is a necessity to promote the ecological issues. 
 
H1: There is a positive relationship between environmental concern and willingness to purchase green 
product. 
 
2.3 Eco-labeling  
Schwepker and Cornwell (1991) investigated those people which consider there is a pollution, are more 
motivated to purchase ecological packaged products. Sammer and Wustenhagen (2006) recommended 
that eco-labeling is a key instrument to control market failure due to the information asymmetry about 
environmental products. Mohammad et al. (2014) found that eco-labeling is one tool for providing 
information about product and obeying law.Bougherara and Combris (2009) suggested that eco-labeling  
is tool of certification and provide information to the consumers about qualities of product regarding 
environmental concern. Atkinson and Rosenthal (2014)suggested that eco-labeling is signal about the 
environmental concern of the product. 
 
H2:  There is positive relationship between Eco-labeling and willingness to purchase green product. 
 
2.4 Lack of information 
Schahn and Holzer (1990) suggested that there is a need to provide necessary knowledge for protecting 
environment. Bloom (2008) investigated about consumer's lack of information of ecologically products 
have negative impact on willingness to purchase. Nittala (2014) investigated that lack of information has 
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negative impact on green product willingness to purchase. Pickett-Baker and Ozaki (2008) suggested that 
firms must provide adequate information about green product in their marketing for developing the 
confidence of the consumers. 
 
H3: There is negative relationship between lack of information and willingness to purchase green product. 
 
2.5 Comfort  
Nittala (2014) suggested negative relationship of comfort and willingness to purchase green products. She 
argued that comfort is a hurdle for motivating consumer to purchase green products. 
 
H4:  There is negative relationship between comfort and willingness to purchase green product. 
 
3. Methodology  
3.1 Data 
A questionnaire survey was adopted by following the work of Nittala (2014). Data was collected from 
educated people of southern Punjab, especially focus on Dera Ghazi Khan region in the month of January 
2017. Questionnaire was scale on 5 point Likert scale (Strongly disagree to Strongly agree). Dependent 
variable willingness to purchase green product was a categorical variable (yes and no scale). 500 
questionnaire distributed among educated respondents and out of these only 340 received back. After 
excluding missing data questionnaires, final set of sample consist 305 with appropriate response.    
 
3.2 Statistical Analysis  
This study performed statistical analysis by using SPSS 16. For testing the reliability of the data, 
Chronbach Alpha test was performed. For assessing the possibility of multi-collinearity between 
variables, Pearson correlation test performed. For assessing which factor is related with variable, factor 
analysis performed. Finally, this study used Logistic regression model for further assessmentof the impact 
of environmental concern variables over willingness to purchase green product.  
 
3.3 Demographic statistics. 
Table 1 presents the demographic factors of the respondent. According to the study statistics, majority of 
the respondent were male (61%) of the sample. Majority of the respondents were graduate and post-
graduate (87.2 %). 59 % of the respondents were at the age of 20 to 30 years. More than half of the 
respondents from sample are unmarried (59.34 %).More than half of the sample respondent were students 
(57.4%). 43.7 % respondents’ monthly income was more than 40 thousand. 
 
Table 1: Demographic of statistics 
 
Characteristics Frequency Percentage 
Gender   
Male 186 61% 
Female 119 39% 
Qualification   
Undergraduate 39 12.8% 
Graduate 132 43.3% 
Postgraduate 134 43.9% 
Marital Status   
Single 181 59.34% 
Married 124 40.66% 
Age Group   
20-30 180 59% 
31-40 83 27.2% 
41-50 34 11.1% 
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Table 2: Reliability analysis 
 
 
 
3.4 Reliability Statistics.  
14 items were used to measure the impact of environmental concern over the willingness to purchase 
green products. Statistics presents the valid Cronbach alpha 0.731. 
 
Table 3: Factor analysis 
 
Factors Variable included in factors Factor loading 
Environmental 
concern 
EC 2. I try to buy products that can be recycled. 
0.707 
 EC 3. Each consumer’s behavior can have an impact on the 
environment. 
0.666 
 EC 1. I try to buy energy-efficient household appliances. 0.605 
 EC 4. To save energy, I drive my vehicle as little as possible. 0.481 
Comfort COM 2. I usually purchase the lowest-priced product; however, I 
consider its impact on society. 
0.481 
 COM 1. Plastic carry bags are more convenient and should be banned 
due bad effect on environment. 
0.478 
Lack of 
information 
LI 3. I do not have the information to be personally involved in green 
behavior. 
0.812 
 LI 2. I am not sure which products and packing material are 
recyclable. 
0.781 
 LI 1. I have doubts about the true impact of green products. 0.732 
 LI 4. I know that I should change to a green lifestyle, but I’m too 
busy. 
0.667 
Eco-labeling EL 3. I trust the eco-friendly claims in the advertisements. Marketers 
must advertise the environmental aspects of their products. 
0.694 
 EL 2. I purchase the green products if they are certified by 
environmental organization. 
0.679 
 EL 4. Government must take eco-labeling mandatory. 0.676 
 EL1. Whenever possible, I buy products packaged in reusable 
containers. 
0.479 
 
3.5 Factor Analysis 
Table 3 presents the factor loading of the concern variables of environmental concern. These values show 
that variables factors related with variable. 
 
51-60 or above 8 2.6% 
Profession Status   
Student 175 57.4% 
Teacher 87 28.5% 
On Job 43 14.1% 
Monthly Income   
10-20 Thousand 94 30.8% 
21-30 Thousand 48 15.7% 
31-40 Thousand 29 9.5% 
41-50 thousand or above 134 43.9% 
Cronbach's Alpha Items 
0.731 14 
Journal of Business and Social Review in Emerging Economies    Vol. 3, No 1, June 2017 
 
 
135 
 
Table 4: Descriptive Statistics 
 
Variable Minimum Maximum Mean Std. Deviation 
Willingness to purchase green product 0.00 1.00 0.85 0.34 
Comfort 1.00 5.00 3.39 0.84 
Lack of information 1.00 4.75 3.12 0.89 
Eco labeling 2.00 5.00 3.79 0.63 
Environmental concern 1.75 5.00 3.68 0.64 
 
3.6 Descriptive statistics 
Table 4 shows the descriptive analysis of the variables. Average willingness to purchase response is 
0.85.Comfort average response is 3.39. Lack of information average response is 3.12. Eco-labeling 
average response is 3.79.Mean of environmental concern is 3.68. 
 
Table 5: Correlation Matrix 
 
Variable 
Willingness to purchase 
green product 
Environmental 
concern 
Comfort 
Lack of 
information 
Eco 
Labeling 
Willingness to purchase 
green product 
1 0.229
**
 .099 -0.099 0.404
**
 
Environmental concern  1 0.116
*
 -0.158
**
 0.571
**
 
Comfort   1 0.441
**
 0.263
**
 
Lack of information    1 -0.027 
Eco Labeling     1 
**Significant at the 0.01 level (2-tailed). 
*Significant at the 0.05 level (2-tailed). 
 
3.7 Correlation analysis 
Correlation analysis was performed to check the multicollinearity between variables. Table 5 result of 
Pearson correlation analysis suggests no multicollinearity between investigated variables. 
 
3.8 Regression analysis  
 Table 6 A: Model summary 
 
Step -2 Log likelihood Cox & Snell R Square Nagelkerke R Square 
1 190.203
a
 0.173 0.311 
a. Estimation terminated at iteration number 6 because parameter estimates changed by less than 
.001. 
 
Table 6 A model summary suggest that variation in dependent variable explain by model 17.3 to 31.1 %. 
 
Table 6 B: Classification Table 
 
  Predicted 
 
Percentage Correct 
Willingness to purchase green product Observed Willingness to purchase green product  
  No  Yes   
 No  9 34 20.9% 
 Yes  3 259 98.9% 
 Overall Percentage  87.9% 
 
  
Journal of Business and Social Review in Emerging Economies    Vol. 3, No 1, June 2017 
 
136 
 
Table 6 Bsuggest that overall 87.9 cases processed accurately from the sample. This shows the accuracy 
of the response of willingness to purchase or not to green products from respondents. 
 
Table 6 C: Variables in the Equation 
 
Variable  B S.E. Wald df Sig. Exp(B) 
Environmental concern -0.239 0.335 0.507 1 0.476 0.788 
Comfort 0.337 0.287 1.383 1 0.240 1.401 
Lack of information -0.691 0.292 5.589 1 0.018 .501 
Eco-labeling 2.200 0.407 29.214 1 0.000 9.028 
Constant -3.962 1.376 8.296 1 0.004 0.019 
 
Table 6 Csuggest that environmental concern has negative and insignificant influence over willingness to 
purchase green product. Comfort has insignificant and positiveinfluence on willingness to purchase green 
product. Lack of information has negative and significantimpact on willingness to purchase green 
product. Eco-labeling has positive and significantimpact on willingness to purchase green product. 
 
4. Discussion and Conclusion 
Logistic regression result suggest that environmental concern has negative and comfort has positive 
influence on willingness to purchase green product however relationship is insignificant. Based on these 
findings we can reject the Hypothesis 1 and 4. 
 
Eco-labeling has positive and significant impact on willingness to purchase green product. This finding 
suggested that providing more information about product environmental concern can stimulate educated 
consumers for purchasing green product. Eco-labeling can increase the trust of consumers and promote 
the information of product. This finding provides the criteria for accepting the hypothesis 2. 
 
Lack of information has negative and significant impact on willingness to purchase green product. This 
result indicate that marketers must provide more information for conveying message about green product 
and their influence over environment. This finding provides the criteria for accepting the hypothesis 3. 
 
This study has several practical implications, marketers and policy makers can adopt strategies to 
stimulate the segment of educated people for purchasing green product and reducing pollution. 
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